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TilE NEW TAS'fE SENSATION 
;_.--NuSWEET cocoNUT DESSERT 
FOlt DELICIOUS PIES MolD pUDDINGS 
oTHER FLAVORS 
CHOCOLATE - BUTTERSCOTCH 
VANILLA - LEMON 
NuSWEET neW gelatin desserts give you 
top quality, cost less\ Strawberry, cherry, 
lernon, raspberry, lirne and orange flavors\ 
Ask your grocer for thern. 
AT GROCERS EVERYWHERE 
CLINTON PRODUCTS OF 
FOODS INC. CLINTON • IOWA 
W E'RE women and we're proud of it. Or 
are we? 
Men are important, but let's not forget that 
women are just as important. Often men and 
women don't see eye to eye on many of the 
problems of the modern world. But according to 
Mrs. Eleanor Roosevelt, recent guest of \.Yom en ·s 
Day. it isn't necessary that we do agree. In fact. 
our disagreement is important, because we see 
things from different angles than do men. Just 
because we disagree with them gives them no 
basis to believe that we are wrong. 
While men criticize us for not being creative, 
Mrs. Roosevelt believes that one of our most 
important functions is to be creative. 
Men usually don 't see why we ask so many 
questions. It's not that we are too dumb to sec 
the answers ourselves, it's just that we want to be 
certain that we are interpreting what they mean 
lo tell us in the correct way. 
\.Yomen have a definite place in society, and 
it's up to each one of us individually to decide 
just what that place will be. Let's keep on asking 
questions-that's one of the best ways to Jearn.- ba 
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• IN THIS ISSUE 
Vicky's an envied coed this month. She and Coe's florist got 
together to help ·you and your fellow choose the right corsage for a 
variety of occasions and clothes. On pages 4 and 5 Vicky's friends pose 
to show you that the effectiveness of the flowers depends on the clothes, 
the hour, and most of all upon the girl herself. 
e ON THE COVER 
"Blacky," our cock~r spaniel cover dog, seems to enjoy being 
cuddled by Ruth VanRoekel, a junior in home economics education. 
This is a new pose for Ruth, who as cheerleader and a member of 
many campus governing groups, is usually too busy for much leisure 
time. Recently elected vice-president of YWCA, Ruth is also this 
year's Junior Prom Girl and a member of Cardinal Guild. 
Members of the Iowa Homemaker Publication Board: Barbara Allen, Joyce Ander-
son, JoAnn Breckenridge, Margaret Edgar, Katherine Goeppinger, Nancy Johnson, Peggy 
Krenek, Margaret Leveson, Louise Lippert, Kenneth P. Marvin, Dean P. Mabel Nelson, 
Paulena Nickell, Barbara Parsons, Marilyn Stover and Janet Sutherland. 
Published monthly during the school year by home economics students at Iowa 
State College, Ames, Iowa. $1.50 per year. Entered as second class matter at the City 
Post Office, Ames, Iowa, under the act of March 3, 1879. Apply for advertising rates. 
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That's right, there aren't many. You don't have to buy or drink 
anything to use the Memorial Union, Your College Club. 
But you can get the best in food and drink at the Memorial Union. 
They're ready and waiting for you when-and if-you want them. 
Union 
YOUR COLLEGE c ·LUB 
THE TOWA HOMEMAKER 
Guilty 
by Geraldine Moran 
W HEN THAT new little girl moved into your neighborhood, remember how long it 
was before she became one of your gang? 
Later, when you became best of friends, you dis-
covered that she had plenty of new games and ideas 
to offer that your gang could have enjoyed from the 
first minute she moved into your neighborhood. That 
was your first taste of prejudice. 
Perhaps you believe it was different then. You fig-
ure you were too young to realize the hurt that little 
girl felt. But is it so different now? Are you one of 
the thousands who say, ''I'm not prejudiced, but ... "? 
If you are, then you're missing the same enjoyment 
you did when you were a child. Only now it's on a 
larger scale. 
Analyze Prejudice 
Prejudice is hard to talk about. Perhaps it's because 
we've become practiced in the art of doing the deed 
and avoiding the word. Let's take the word prejudice 
and analyze it. Prejudice is a judgment or opinion 
formed without due examination-a hasty or unfair 
judgment grounded in feeling, fancy or associations. 
That's what the dictionary says, and that's the way 
it works. Study that definition, break it down and you 
get one word- ignorance. And the way to destroy 
ignorance is with knowledge. That knowledge is 
gained through curiosity- curiosity about other kinds 
of people. 
Now comes the hard part. vVhere does one start 
in this search to understand other people and their 
ways of worship and custom? For one thing, consider 
every human being separately and cut out of your 
life the habit of group judging. No one nationality, 
class or religion holds a monopoly on right or wrong 
ways. Each of these groups has good and bad mem-
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Not? 
You may be prejudiced 
and not even know it 
bers just as your group is made up of people who 
are not like you in many ways. If there is a certain 
group of people whom you consider cut-outs in your 
way of life, get to know a few of them. Ask questions 
and answer any they might put to you. Discuss your 
differences and accept them as differences and not 
wrongs. In that way you may destroy a prejudice in 
the person to whom you are speaking as well as in 
yourself. 
Another way to develop a strong feeling of toler-
ance within yourself is to analyze the reasons for your 
p1·ejudice. Ask yourself when you first began to feel 
your dislike, what you are doing and what others 
are doing to further this feeling. You will be sur-
prised to find that actual experience plays a minor 
role. Most of your feelings have come from stories 
told about the group; from the accepted views of 
parents or friends; or from propaganda printed or 
passed on by persons who make their living tearing 
at the lives of innocent people. Count how many 
people you really know in your dislike gmujJ, and 
how many of them you believe to be wrong. ' Vhen 
you have clone that, compare the individuals in your 
dislike group with those in your own crowd. You 
may find that some of your friends have many of the 
faults you have been isolating as belonging particu-
larly to the dislike group. 
As an example, remember that you are a member 
of a minority group. Because of an accident of birth 
you were born a girl child. If it hasn't inconvenienced 
you yet it may when you enter the business world. 
Face Problems 
You will find that you get less pay for the same 
job a man does because you are woman. You'll find 
that there are less opportunities for advancement 
because you are thought of as an unpredictable prob-
lem. There will be smaller and less frequent raises 
for you, and although you may be the boss's right 
arm, you may not ever get to be boss. 
So you see, becoming prejudiced against preju-
dice helps your minority group and yourself. In the 
old fable curiosity killed the cat. With your help, 
it may kill the prejudice that is standing in the way 
of your chances to become an -intelligent, unbiased 
woman. 
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With an eye on the evening and her corsage) jean 
Barkley chooses a delicate camellia for her simple) 
grey faille suit. jean's dainty camellia corsage 
brings out her own lovely daintiness and charm. 
THOSE very special occasions with your favorite escort are often made more im-
portant with flowers. To Vicky, it's not the 
size of the flower or the price of the corsage that 
counts, but the thought that went into choos-
ing it that's important. 
Vicky thinks it would be fine if she could 
match her dress to her flowers, but with a 
limited wardrobe in her closet, that's often im-
possible. She's learned to decide early which 
dress she'll wear to a dance, and she tells her 
escort about it when he calls to check with 
her a few days before the date. She found out 
long ago that men like to have women tip 
them off about favorite flowers and colors, and 
appreciate suggestions on the kind of corsage 
a women wants. 
The choice of flowers is up to your date on 
any special occasion. But Vicky says it's up to 
you to show them off to your-and their-best 
advantage. 
Small, dainty flowers look best on small, 
dainty women, just as dramatic flowers are 
best for the dramatic woman. Most men have 
discovered this, but Vicky suggests the flowers 
she wants if she thinks her date is in doubt. 
Orchids demand an extra-special occasion, and 
a sleek dress of crepe or velvet, smooth satin 
or velveteen is in order as background for these 
royal flowers. 
A large corsage on a small woman looks 
weighty, makes her seem less important than the 
bouquet she's wearing. Petite daisies, shattered 
carnations, tiny rosebuds- these all serve to play 
up the delicate piquancy of the tiny woman. 
Small camellias or cymbidium make good 
single flower corsages for her. Whatever the 
Gardenias are a dramatic flower. So gardenias) with 
their heavy scent) are made-to-order for a tall 
woman with dramatic lines in her face such as 
Dorothy Miller. Dorothy's gardenias seem even 
more dramatic on her smart) black gabardine suit. 
[ 
L 
by Fmnces Bosnah 
choice, the size of the corsage should be keyed 
to its wearer, and the color both to her and to 
her dress. Usually the delicate pastels are right 
for this type of woman. 
The tall, striking woman needs her own 
special corsage type. She'd look foolish in pink 
roseb.uds, but big, fragrant gardenias she can 
wear with dash. Bold colors, exotic flowers and 
large, striking corsages are flattery made to 
order for this type of woman. 
All women love the unusual in a corsage. 
They're especially flattered when they can see 
the flowers were chosen just to complete their 
costumes. When Vicky plans to wear a strap-
less formal, she suggests her escort ask the florist 
to plan a way to keep the flowers on her dress. 
Two corsages she remembers as favorites were 
one made with a bent, covered wire to hook 
over the top of her dress and pin inside, and 
another made as a long chain to pin across the 
the top of the dress. 
When she plans to wear flowers in her hair, 
Vicky gives her date a bar.rette to take along 
when he orders her flowers. The florist builds 
the corsage on the barrette as a base, and 
Vicky says the flowers never fall out of her hair. 
Vicky, like most girls, likes a wrist corsage 
because she finds it doesn 't get crushed so easily 
as flowers at her shoulder or waist. She's seen 
flowers on plastic and on ribbon bracelets, and 
she remembers particularly an arm corsage her 
tall roommate received one time. This was of 
brilliant yellow crysanthemums on a long, 
flexible wire that could be coiled around a 
slender forearm. 
All the flowers worn by Vicky's friends on this 
page are courtesy of Coe's Florist Shop. 
It's a special occasion for Marylin Henkle. And a 
special occasion calls for the most treasured of 
flowers- an orchid. The soft luxurious beauty of 
the lavender orchid emphasizes those same 
qualities in her soft burgundy velvet formal gown. 
Marie Vigars is all ready for a dinner date in a 
black taffeta ensemble. Her rich red roses are 
perfect for such a rich fabric as shimmering taffeta. 
Corporate 
Personalities 
Beth Bailey McLean 
Director of Home Economics 
Swift and Contpany 
Betty CmckeT and Ann PillsbU?·y may be only tmde names 
to yott, but they all have Tea l people behind them. Each year 
· these names incTense sales and good will for the companies. 
Someday you may be working as a coTpomte pasonality. 
"A WOMAN has the final word at Swift." That 
was the gist of a recent Swift & Company 
advertisement, and the woman referred to was the 
co_mpany's extensively promoted, corporate person-
ality, M~rtha Logan. The advertising claim is far 
from bemg an empty phrase; it is true in many 
respects, and indicates the growing importance of 
corporate personaliti es to companies of all kinds . 
The purposes and advantages of such company 
personalities are manifold. They make friends for the 
company and definitely influ ence people to buy the 
company's products. They give a company a human 
touch and frequently an authority that it could get in 
no other way. For instance: homemakers are usuall y 
skeptical about trying recipes they do not feel have 
been tested and approved by another woman. Time 
and again companies find that the mere inclusion 
of a feminine personality's picture and name in 
recipes on packages or in advertising increases reader-
ship and response tremendously. 
But the values of corporate personaliti es are by 
no means limited to food companies. Electrical appli-
ance manufacturers find them valuable in demon-
strating and giving homemakers advice on the use 
of their products; carpet and furniture manufacturers 
find_ them useful as interior decoration experts ; cos-
metic manufacturers use them successfully as skin, 
hair, and makeup experts. 
Betty Crocker 
Possibly the most famous of all corporate person-
alities, the purely fictitious Betty Crocker of General 
Mills, was created in 1921 to solve an immediate 
problem: to answer mail from entrants in a recipe 
contest run by Washburn Crosby Company (chief 
predecessor of General Mills) . H er male creators 
realized that women would object to having men 
mixed up in a recipe contest, picked the "Crocker" 
from a General Mills vice-president and the "Betty" 
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just because it sounded good. Certai nly General 
Mills never dreamed that the name would develop 
into one of its most important assets. Yet, today, she 
is used in the bulk of General Mills huge advertising 
and promotion campaigns; she is listed on the books 
as a j l asset, but vice-president in charge of adver-
tising, Sam Gale, admits her value is vast. A survey 
made by the company about 3 years ago showed 
General Mills that its offspring is as famous as a 
movie star; 91 percent of American housewives knew 
Betty Crocker and 56 percent knew she was a mem-
ber of the General Mills family. Her name is jealously 
guarded by General Mills ' _ legal department, and 
her reputation is eq ually well guarded by the adver-
tising department. Because of the compan y's exten-
sive promotion of Betty, and because it further 
strengthened her trade mark by naming some of its 
products " Betty Crocker," the General Mills legal 
staff now believes no other Betty Crocker-even a 
person born and baptized under that name-can 
encroach on Betty's reputation. Copywriters who put 
words in Betty's mouth are guided by a "Betty 
Crocker Policy," which was drawn up some years 
ago b y the General Mills advertising and legal 
departments. Such a policy is almost mandatory 
because the company must constantly protect Betty's 
enviable reputation with American housewives. She 
must be dig-nifi ed and friendly, but never intimate. 
She must always be a gentlewoman . She must be 
used only to discuss home economics, and must 
never be allowed to talk about her supposedly private 
life. The same picture of Betty must always be used-
a picture drawn in 1936 by Newsa McMein to sup-
plant the several confusingly different pictures then 
used. 
By keeping Betty a fi~ure of high character in 
ever y respect, General Mills, of course, not only builds 
her up in the eyes of consumers, but also protects 
itself from the remote possibility of any legal su its 
by anyone claiming the Betty Crocker promotion 
THE IOWA HOMEMAKER 
has subjected her to ridicule. Also, because it "might 
be illegal" to represent Betty as a one-woman encyclo-
pedia of recipes, etc., Betty Crocker copy must 
always say "we" wherever possible instead of "I," 
and, further, the Policy stipulates that "anything 
said by Betty or credited to her must be literally 
true with respect to some current member of the 
company's home economics staff." 
While General Mills created Betty Crocker on the 
spur of the moment, the problem of creating a cor-
porate personality today is not quite so simple. No 
one actually knows, for example, just how many 
such personalities are now in use, and there is the 
danger of picking a name that is already copyrighted 
and used-perhaps only regionally. For this and 
other reasons many companies use the name of some-
one in the organization. That too, however, has ser-
ious drawbacks. 
H. ]. Heinz Company, for instance, spent many 
years and a good deal of money promoting its home 
economist, Josephine Gibson, only to have her resign 
in 1936. Heinz made no effort to protect its use of 
her name, so now Miss Gibson capitalizes on her 
following as food editor of the Pittsburgh P1·ess. 
Heinz officials insist they feel no resentment, but 
they say they will never again use a personality as 
Miss Gibson was used, that they prefer to emphasize 
the trade mark "57" and, should they ever find a name 
essential for consumer advertising, they will probably 
choose Mrs. H. J. Heinz. 
In many instances, using a name for a corporate 
personality which also embodies the company name 
is perfect! y feasible and desirable. Just as the name 
Mrs. H. ]. Heinz is credible, so is the name Ann 
Pillsbury, of Pillsbury Mills, Inc., created in 1944 
specifically to author an anniversary cookbook. Later 
the name was used to sign consumer correspondence, 
and, in true corporate personality fashion, consumer 
mail has since then increased 422 percent. Her name 
and "personality" are now being used in consumer 
advertising, and will be built up according to specific 
rules laid down by board member, Alfred Pillsbury: 
"She must be sweet but strong, able to teach but 
not didactic, kind and motherly, and be between 36 
and 40 years old." 
Mary Alden 
It would certainly seem wise for any company 
contemplating a corporate personality to follow Pills-
bury's example and establish definite rules and objec-
tives right from the start. It would also seem wise, 
right from the beginning to settle on an artist's con-
ception, rather than on a photograph of some person 
in the company. The experience of the Quaker Oats 
Company (Chicago) is a good example. For years 
it has used a fictitious corporate personality named 
Mary Alden with an actual photograph of whom-
ever happened to be Quaker's head home economist 
at the time. A picture of Mary Lowell Schwinn, head 
of that company's home economics department until 
early in 1947, was used for years. Then Reidum 
Kobler took over, and her picture is now being 
used. Miss Kobler has signed an agreement allowing 
Quaker to take pictures of her "any kind at any 
time" and, presumably, these pictures may be used 
even if she should leave the cowpany. 
Up to now Quaker has used Mary Alden primarily 
in promotion to the trade. However, she has appeared 
on Quaker's corn meal and flour packages with an 
fEBRUARY, 1950 
invitation to write for recipes, and as a result in-
qmnes have increased tremendously. Therefore, 
Quaker is anxious to have Mary Alden play a bigger 
role, will undoubtedly sooner or later give her a full-
fledged build-up in a consumer advertising campaign. 
When that happens, the company may have to fol-
low the lead of many other food companies and use 
a stylized picture to depict Mary Alden on its pack-
ages and consumer advertisements. As Mary Alden is 
built up, the company wants to use more "Mary 
Aldens" in personal appearances, and it is obviously 
too difficult to round up sufficient people who bear any 
resemblance to an actual photograph. 
Martha Logan 
Swift & Company has also long used an actual 
photograph of its head home economist, Mrs. Beth 
Bailey McLean, to depict its corporate personality, 
Martha Logan. And, Swift, too, has found it more 
practical and far less confusing to have stylized draw-
ing rather than an actual photograph. Therefore, two 
years ago the company began using an "imaginary" 
face. 
Such a change was undoubtedly inevitable in a 
broad scale corporate personality operation such as 
Swift's has become. Although .Mrs. McLean is the 
self-styled "Mama Martha Logan," there are actually 
35 Martha Logans, some blonde, some brunette, and 
none of them looking like Mrs. McLean's photo-
graph. It is still perfectly possible for a homemaker 
to meet two entirely different looking Martha Logans. 
Consequently the .~arious Martha Logans are intro-
duced under their own names as well as the corpo-
rate one, even though Swift's advertisements show 
Martha Logan as just one woman. 
Undoubtedly, head home economist Beth Bailey 
McLean is the living personification of the adver-
tised Martha. Like Martha, she is seemingly inde-
fatigable and like Martha she is unquestionably "The 
First Lady at Swift & Company": The real reason 
Swift & Company can say that "A woman has the 
final word at Swift" is that Mrs. McLean has per-
haps more authority than any other home economist 
in a similar position. Swift uses Mrs. McLean's home 
economics department as a major and authoritative 
part of consumer research, rather than as a deliber-
. ately intentional promotional device and it accepts 
the consumer opinion of the department to an extra-
ordinary degree. 
Mrs. Tucker 
Interestingly enough, corporate personalities seem 
to work fully as well for small andj or regional com-
panies as they do for big ones. Perhaps one of the 
best examples is Mrs. Tucker, a grandmotherly lady 
with glasses pushed up on her cforehead, who has 
smiled on users of Mrs. Tucker's shortening for 35 
years. Painted by an advertising artist for Mrs. 
Tucker's corporate parent, Interstate Cottonseed Oil 
and Refining Company (Sherman, Texas), she was 
created originally as a brand name to keep con-
sumers from associating the company's shortening 
products with cottonseed oil. Today she is very much 
a corporate personality and in the minds of consum-
ers she lives and breathes. She was recently assured 
by one correspondent that "My mother knew you 
when she lived in Sherman." Last year, the company 
(Continued on page IJ) 
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''The American Home'' 
The Safeguard of American Liberties 
• Are you getting a 
good return on your 
savings? 
• This association in-
vests its members . 
savings in first mort-
gages only in Polk 
County, Iowa. 
• Current rate is 3%% 
DES MOINES BUILDING-LOAN 
AND SAVINGS ASSOCIATION 
Elmer E. Miller, Pres. & Sec. 
Hubert E. James, Vice Pres. 
210-6th Ave., Des Moines, Iowa 
"THE OLDEST IN DES MOINES" 
Here's 
by Joy Moore 
Sweaters can be mended. If the threads are just 
broken, Patricia ]ones, H. Ec. Jr., catches the thread, 
pulls it to the wrong side and crochets it back .. If 
there is a hole, she matches the yarn to the color of 
the sweater and darns the hole. Pat has found that 
it is helpful to baste a stiff piece of paper to the under 
side of the sweater to serve as a foundation to darn 
over. 
o§o 
A pair of bookends can be made to serve many 
purposes. To make a novel pair, use a pair of flat jars, 
add some pebbles, seaweed and water. Add a couple 
of goldfish to live in your bookends and you will have 
them serve two purposes for they will hold your books 
up and add humidity to the air in your room. 
o§o 
Carol Berg, H. Ec. Fr., suggests you take the cover 
from an old umbrella and make a collapsible drying 
rack for your handwashing. The result is a handy 
clothes rack that will take a minimum of storage 
space. 
o§o 
A dormitory carry-all can be used to brighten up 
your dresser or window sill and solve the problem of 
taking soap, shampoo, shower cap, hand lotion and 
tooth brush to the bathroom. Carla Aplan, H. Ec. 
Jr., found that plastic material can be used effectively 
as a waterproof lining that can be easily washed. 
+ 
Hand knitted socks and tender feet don't mix, 
complains Bonnie Smith, H. Ec. So. To avoid this 
she purls across the sole and heel stitches. This brings 
the smooth side of the knitting next to the foot and 
eliminates foot trouble. 
ATTENTION! 
Rushing's features for you: 
• Carload prices 
• High quality merchandise 
• Free delivery 
• Service deluxe 
Rushing's Commissary 
229 Main Street Phone 3770 
THE lOW A HOMEMAKER 
An Idea 
Tell-tale hemlines will be eliminated if you rub a 
mild soap along the soiled mark before you send 
your dress or skirt to the cleaners. T he reaction of the 
mild soap and the cleaning fluid completely removes 
all traces of dirt. 
+ 
Tops on finger nail polish bottles will not stick 
if a small quantity of cold cream or vaseline is dabbed 
around the bottle top. Mm·tha Jewett, H. Ec. Sr., 
found that if the top is already cemented on by 
hardened lacquer, warming the bottle in hot water 
will loosen the cap. 
+ 
If your small rugs slip on your waxed floor, you'll 
be interested in knowing that .Juanita Koele, H. Ec. 
Sr., sews jar rubbers on the underneath corner of her 
rugs. This keeps them from slipping and avoids the 
danger of falls. 
+ 
Two small kegs helped Lois Parish, H . Ec. Sr., solve 
the problem of storage in a small dormitory room . 
She painted the kegs white and tacked in a lining 
so the rough surface wouldn' t injure the stored artic-
les. T hen she covered the lid with quilting and 
material to match her bedspread. The kegs serve as 
gay stools and double as storage containers. Draw-
strings around the disks hold the slip covers on, and 
they can easily be removed for laundering. 
+ 
An old plastic raincoat and some bias tape gave 
Nancy Wilcox, H. Ec. So., some drawstring bags to 
keep the dust off her good suede shoes. At the same 
time she made a small · envelope bag for her wet 
washcloth. 
BLUE AND WHITE 
Back of College Savings Bank 
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~lake Ames Stationers Your 
Headquarters for Photo Supplies 
and KALART Speed Flash 
KAlART COMPAK 
SPEED FlASH 
Inc. Fed. tax 
Small, handy, easy to carry. Fits 
most popular folding or miniature 
cameras. Increases light intensity 
of midget bulbs over 80 %. 
Bring your camera in today and 
get in on the fun of taking natural 
child photos- action shots- in-
doors or out- night or day. 
Ames $tatjoners 
111!1111 Photo Supplies lmllEl 
238 Main Phone 96 
Sew and 
Save/ 
The most economical wardrobe is the one 
you make yourself. Our new spring fabrics 
are here in exciting new textures and colors. 
Come and make your selection early for 
the widest choice. 
WOOLENS 
TAFFETA 
CREPES 
PRINTS 
RAYONS 
CHAMBRAY 
PIQUE 
BROADCLOTH 
BUTTERICK PATTERNS 
225 Main Street Phone 100 
II 
Se//ing ... 
A Fast-Paced Career 
by JoAnn Breckenridge 
Y OUR OWN imagination and initiative are the 
only limits on a career for you in retailing. 
Nearly 2 million stores in the United States are 
offering such careers for women interested in textiles 
and clothing and personnel work. You can find jobs 
in almost any section in the country, any size town. 
Though the stores include specialty, department, 
chain, mail order and individual types, your best 
opportunities are in the department stores. There, 
50 per cent of the executives are women. A woman 
may even rise to the presidency. 
You might find a position in any one of the 
four divisions of a large store-merchandising, adver-
tising, management and control. 
If you like to buy and sell, have a nose for trends, 
style and good taste, and a head for figures, you 'll find 
success and happiness in merchandising. It's the most 
exciting, fastest-paced of the four fi elds. The basic 
job is selling, but you'd want to set your sights beyond 
~.he salesperson. Don't overlook the saleswoman 
entirely however, for it's often the first step up the 
ladder. Besides, she often makes an outstanding 
salary. First step after saleswoman is head of stock. 
In this position you'd be responsible for a portion 
of the stock. You 'd reorder it and inform the sales 
people on selling points. You might call yourself an 
"assistant assistant buyer." 
From there you graduate to assistant bu yer. You'll 
do more paper work in this position and manage 
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the office when the buyer 
is gone. Training sales-
people will take up some 
of your time. T his step 
is one of apprenticeship 
that every buyer goes 
through. Your salary will 
range from $50 to $100 
per week. 
No.w get set for the 
most glamourous, best 
known position in mer-
chandising- that of buy-
er. To be successful you 
must be a good seller as 
well as buyer. You'll study the immediate market, 
decide on a buying plan, select the merchandise to 
offer and plan the presentation with the salespeople. 
You'll be dashing off on trips to glamourous places. 
But the glamour will wear off as you realize it is also 
a lot of good hard work. Besides your salary of from 
$60 to $100 per week, you 'll be paid a bonus related 
to sales. From buyer you may be advanced to mer-
chandise manager. 
If you have a flair for clothing and style, why not 
try for a job as fashion co-ordinator? You'd keep the 
buyers and merchandise manager up to date. I t won't 
be an accident that the leather and colors of shoes 
and handbags match even if they are in different 
departments. It will be because you did your job of 
keeping various departments working together. 
Comparison Shopper 
Would you rather spend a free Saturday afternoon 
shopping than doing anything else? Maybe you 
should be a comparison shopper. In this position 
you shop all day checking your competitor's prices 
and quality. 
If you have combined journalism and textiles and 
clothing, you might find your career in publicity. 
Merchandise must be presented to the shopping 
public. Today you 'd have a chance to work with 
newspapers, radio and television. In this field you 
start out as copywriter specializing in one given 
department such as fashion, children 's wear or furni-
ture. From there you progress through art direc-
tor and copy chief to advertising director. All of these 
positions are often filled by women. 
But suppose you don't care to sell, either 
face to face or through the written word. Then you 
might find your place in management or control. 
The store manager is responsible for the non-selling 
side of the business. You would take care of deliveries, 
phone orders and other services to the customers. A 
personnel director to handle employment, training and 
labor relations is important in a retail store because 
they depend on people, not machines. It is a big 
and -vital position requiring an interest in people. 
THE IOWA HOMEMAKER 
In the control division you are the watch dog of 
the treasury. You'd be hired to be pessimistic, to take 
an 'Tm from Missouri" point of view on everything. 
You'd also be hired for your ability in handling 
figures. 
A career in retailing is bound to be interesting and 
exciting. There is always variety and competition. 
Things are constantly changing. It offers jobs all 
over the nation. Women can go back to it after 
being out for awhile since every store uses the same 
basic principles. 
Executive . Jobs 
In a store like Younkers, Des Moines, there are 
probably 350 executive jobs, one half of them for 
women. Here is a field where rewards and promotions 
are on the basis of ability, not age. Working condi-
tions are good; the field is stable. While you do a 
real service to your community, you share in the 
happiest moments of life as you help brides plan 
trousseaus, furnish homes and select gifts. 
But as always there are disadvantages, too. You'll 
be working when others are enjoying leisure, as on 
Saturdays. You'll also find yourself doing evening 
work often. 
Now all you have to do is decide if retailing is the 
field for you. The best way is to try it. Fortunately, 
it is a field you can experiment with in some small 
way even while you are working on your education. 
To start, go out and get a job. This is really easier 
than it sounds and many stores have training pro-
grams to help students fit into them easily. This 
summer might be the perfect time to try a selling 
job-just to see if you'd like it for a career. 
The Place To Eat 
Where the College 
Crowd Meets 
Bring your friends 
to the L-way for 
after class snacks 
SCENTS 
WE FEATURE DANA'S 
• Tabu • Platine 
• Emir • 20 Carats 
JUDISCH BROS. 
209 Main Street Phone 70 
Application Photos 
To get the right job have your 
application photos taken at our 
studio. Call or come in for your 
appointment today. 
Hill's Studio 
"The Official Bomb Photographer" 
2530 Lincoln Way Phone 347 
• Good food and service 
• Mode rate prices 
FAMOUS FOR FINE F~OD • Collegiate atmosphere 
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What's new in • • • 
Applied Art 
Remodel your own home by building extra parti-
tions and counters of colorful plastic bricks. These 
interlocking bricks require no cement to hold them 
together, are easily built and rearranged. 
P1·efabricated fneplaces complete from hearth to 
mantle are ready for intallation in any chimney. 
They serve both as an open fireplace and an efficient 
heating unit to provide circulating radiant heat for 
three to four rooms. Available in two basic heater 
sizes and six mantle styles, the fireplaces use any type 
of fuel. 
Fireproof, shrinkproof tape for venetian blinds is 
on the market. Just clean with a damp cloth to 
renew the colors of these new vinyl plastic tapes. The 
outside of the tape is creamy duck color. Take your 
pick of seven colors on the inside. 
Household Equipment 
Keep ex tm lengths of electric cord off the floor 
and tuck away in a cord case. The round plastic con-
tainer has a built in plug connection and can be 
fitted on the end of any electric appliance cord. 
Cover unused electric outlets with cord cases and 
keep ch ildren's fingers safe. 
+ 
No more stubborn locks if you let magnetic attrac-
tion hold your cabinet doors shut. A life time magnet 
set inside the cabinet frame contacts with a steel 
disc set into the door. A flick of your fingers opens 
the door held shut by this magnetic catch. 
+ 
Two in one-a 15.5 cubic foot chest type freezer 
and a 3 foot refrigerator. Approximately 600 pounds 
of frozen food can be stored, 
plus fresh fruit in preparation 
for freezing and slowly thawing 
cuts of meat and fowl. 
Child Development 
Mothers will welcome these 
snow mittens for their children. 
They are coated with a red neo-
prene and lined with fleece for 
warm, dry hands. The neoprene 
coating is tough, long-lasting, 
waterproof and flexible. 
A breakfast surprise and delight fm· 
any child are these cut-outs of health-
ful cereal mush sauteed golden bmwn 
and decorated with raisins. 
There's an all metal high chai1·, now. Edges are 
rounded or turned to protect a youngster's hands 
and clothing. Easily cleaned plastic padding uphol-
sters the seat and back. By removing the deep chrom-
ium-plated tray, side retaining brackets and adjustable 
foot rest, it becomes a teen-age chair. 
Foods and Nutrition 
Mahe white sauce in a jiffy. Simply heat a frozen 
mixture composed of flour, shortening, non-fat dry 
milk and artificial fiavor. Add salt and the sauce is 
ready to serve. 
Quick frozen turkey comes boned, minus neck, 
wingtips, and giblets; pressed, and wrapped in alumi-
num foil. Still wrapped in the foil, the turkey is 
roasted for two or three hours. Puncturing the foil 
releases excess juices for gravy. There is no waste, no 
kitchen preparation. 
Creamed coconut juice in cans has made its debut 
on the market. Juice pressed from the meat of fresh 
coconuts is sweetened, homogenized and canned for 
use in frozen desserts, puddings and pie fillings. 
Plain coffee isn't plain anymore. Now coffee is 
marketed as a quick frozen concentrate. Each 6-
ounce can contains enough for 30 cups of coffee when 
I teaspoon is diluted in a cup of hot water. Coffee 
is also marketed now in tiny bags similar to tea 
bags. The beverage is made by dunking the bag 111 a 
cup of boil ing water. 
Corporate Personalities 
(Continued from page 7) 
recognized her popularity by changing its name to 
Mrs. Tucker's Foods, Inc. 
The list of companies using corporate personalities 
includes such nationally known firms as Armour & 
Company, Durkee Famous Foods, Libby, McNeill & 
Libby, Kraft Foods, etc., as well as a host of regional 
companies. And the list is still growing. 
Frances Barton 
General Foods has also recently adopted a full-
time corporate star, Frances Barton, for its big con-
sumer service department. She was actually created in 
l 926 as Frances Lee Barton (the middle name was 
chosen when Swans Down flour was particularly 
popular in the South). As Frances Lee Barton she 
appeared in network radio and printed advertising 
and signed consumer service department mail. T hen 
in 1932-35 she used the pleasing voice of Mrs. Isabella 
Beach to build General Foods' Cooking School of the 
Air to a peak of 250,000 listeners. General Foods 
dropped Cooking School of the Air when one of the 
company's autonomous divisions withdrew its sup-
port, and soon Frances was relegated to the special-
ized role of consumer correspondent. 
Now revitalized and minus the "Lee," Frances 
Barton is playing an increasingly important part in 
General Foods corporate relations. She was revitalized 
for the same reason companies create corporate per-
sonalities in the first place; to perform multitudinous 
functions which are difficult to handle in any other 
way. 
It is extremely important that the representatives 
of corporate personalities be selected with the great-
est possible care. Most companies might be inclined 
to concentrate primarily on finding attractive people 
with pleasing voices, in the right age bracket, and 
with the right educational background, and let it 
go at that. Any moral laxity on the part of its cor-
porate representatives is a direct reflection on the com-
pany itself and an open invitation for any person 
who might bear the same name as the corporate 
character to bring suit. Obviously, care and a good 
deal of thought must go in to the building of cor-
porate personalities. But, when properly handled, 
they are definite assets-worth far more, tangibly and 
intangibly-than the time, trouble, and money it takes 
to set them up. 
(This article has been reprinted, with pennission, from /he 
SejJtember 17, 1948, issue of Tide magazine.) 
THESE WOMEN 
What! Only a quart of 
oil? The Roxbilts don't~~~~ 
scrimp young man-
put in five gallons. 
CASUAL WEAR FOR COEDS 
I __ 
FEBRUARY, 1950 
Califomia Cobblers are designed 
especially for you with the carefree 
comfort of this super-flexible, wear-
everywhere casual, cut to fit like a 
glove. It is made of Shammy suede 
in go-with-everything Straw Blonde, 
an exciting spring color. 
Sizes 4¥2,-9 
Width Small, Narrow, Medium 
219 Main Street Phone 27J 
] _I) 
how to care 
for your 
by Joan Ahem 
N YLON is fast becoming a key word in your col-lege vocabulary. You've been giving it more 
use when you go shopping. The care you give these 
nylon slips, hose, sweaters and blouses will deter-
mine how long they will last. 
Nylon is a synthetic fiber and its characteristics 
sometimes make it hard to dye and fashion. So watch 
for the tag on each garment recommending cleaning 
or washing, and then follow instructions. 
Washing 
o V\Tash your n ew lacy slip, if the tag says it 's safe. 
First sort your washing, and put your slip with 
other garments of the same color: Make your 
washing order from light to dark colors. The 
surface color may come off in the wash water. 
This won' t alter the original shade of your gar-
ment but it might color the lighter garments to 
follow. 
o Use a mild soap that will work well in the hard 
or soft water you use. Be careful of the amount 
of soap you put in. Too much soap is hard to 
rinse out and will leave a film that will dis-
color your clothes. vVarm water is good for most 
nylons, but test the temperature to be sure it is 
not hot. 
R insing 
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o Rinse your garments well. Dirt will cling only 
to the outside of the nylon fibers. When you 
wash, the soap particles attach themselves to the 
dirt particles on your clothes. The two stick 
together and form the scum you see on top of 
your wash water. 
o Use water the same temperature as the wash 
water when you rinse. This is one good way for 
you to be kind to nylon. Rinse your clothes again 
and again, until the last rinse water is clear. 
The scum that was dirt and soap in your wash 
water will be removed from your . garments. If 
some soap is left on the fibers it may cause dull 
and yellowish colors. 
o Set up a regular washing schedule for nylons. 
If you wash before your clothes are heavily 
soiled you won ' t need to scrub and risk damag-
ing fibers and fingers. 
Bluing 
o Bluing white nylon garments isn't necessary, 
but there's no damage to nylon when you're 
washing nylon garments with other fabrics that 
do need bluing. 
Bleaching 
o Use strong bleaches carefully. They weaken 
nylon just like they do other fabrics. If you 
must use a bleach to remove a stain, use the 
amount recommended for a normal cotton bleach. 
D rying 
o Dry your clothes away from the direct heat. The 
surface on which you hang your slip should be 
smooth so it won't cause holes and snags. Squeez-
ing out excess water hastens the drying process 
but it's all right to hang nylon dripping wet. 
o Make a time table for drying your nylons. Most 
nylon used in woven fabrics is a single spun 
yarn. But in stockings and nylon sweaters, sev-
eral very fine fibers are twisted together to make 
the yarn. Nylon can absorb moisture only 
through the cut ends of the fibers. In woven or 
fin ely knit fabrics, there are few ends to take 
up the moisture. But in sweaters and heavier 
nylons, the cut ends absorb more water. 
o Keep the tempeature of your iron moderate 
(275 degrees F.), if you find a little pressing is 
necessary. Usually, however, if you hang the 
nylon wet and smooth it out with your hands, it 
won't need pressing. If your iron doesn't have 
a nylon setting, use the rayon setting. Too high 
temperatures yellow nylon. 
Freezing 
o Experiment with the idea of freezing your nylon 
hose. Saleswomen recommend it for cutting down 
snagging of nylon hose. It won't harm your 
stockings and will probably keep them in ser-
vice longer. Wash your stockings as you ordiu 
arily would and then put them on a heavy 
paper. Place them just outside your window one 
of these cold winter days and freeze them. 
If you repea t the freezing several times it should 
be effective. 
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Planning a fiome? Matching Leather 
Billfold and 
Compact 
h)! Bond St1'eet 
genuine leather f r e n c h 
coin purse above in Navy, 
Red, Green, or Yellow. 
6.00* 
One of the first necessities is 
fine glassware. Now is the time to 
start your set of lovely Candlewick 
Glassware. It is delicately designed 
for lasting beauty. 
* inc. fed. tax 
compact above in fine 
leather in Navy, Red, 
Green, or Yellow. Carr Hardware 
306 Main Street Phone 124 4.78* 
NEW BROWN BEAUTY SPANISH RICE 
Prepare This Hearty One-Dish Meal in 3 Minutes 
Now- Thanks to the Brown Beauty Chefs!-you can prepare this substantial 
dish in only THREE MINUTES! And Brown Beauty Spanish Rice is flavorful 
as though you had spent hours on it. 
Brown Beauty Spanish Rice is a taste-tempting blend of quality ingredients 
. . . the kind you would use in your own kitchen. It is made with the finest 
selected white rice, cooked to just-right tenderness. Rich-flavored tomato 
sauce ... carefully seasoned with fresh spices ... adds zesty flavor. Bits of 
red and green pepper give extra color and taste appeal. 
A Family Favorite at First Taste! 
Dad and the youngsters really "dig into" 
Brown Beauty Spanish Rice! 
Keep several cans of Brown Beauty Spanish Rice on hand . . for lunch or 
dinner ... for Saturday night get-to-gethers ... Sunday evening suppers. 
Western Grocer Division 
A Division of Consolidated Grocers Corp. 
' 
\ Why 
good cooks choose 
lard 
FOR SHORTENING 
FOR DEEP-FAT FRYING 
FOR BROWNING 
LARD IS AN IOWA PRODUCT 
Lard gets a rave-rating from good cooks! There's nothing 
quite like the nutty flavor and flaky texture lard gives to pie 
crust, the crisp finish it puts on deep-fat fried foods. And 
when it's Morrell Pride Lard - slow kettle-rendered from 
choice pork fat-you can count on perfect results every time. 
Lard is especially high in energy value and in growth-promoting 
properties. Studies conducted by the U. S. Department of Agriculture 
prove lard to be definitely superior in digestibility, with a minimum 
of metabolic activity. It also helps overcome fatty acid deficiencies. 
-USE IT-BOOST IT! 
• 
Whether you plan to cook for just you two, or take the good nutrition 
message to hundreds of homemakers, you'll be smart to star Morrell 
Pride Lard on your list of "musts" for tastier, more nourishing foods. 
JOHN MORRELL & co. OTTUMWA, IOWA 
